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Tujuan penelitian ini adalah untuk mengetahui perbandingan loyalitas 
merek produsen dan loyalitas merek ritel pada kecenderungan pelanggan beralih 
ke merek ritel yang dimediasi oleh sikap terhadap merek. Secara spesifik 
bertujuan untuk menjelaskan : Pertama, variabel sikap terhadap merek memediasi 
hubungan antara loyalitas merek produsen, loyalitas merek ritel dan kecenderungan 
beralih ke merek ritel secara parsial. Kedua, variabel sikap terhadap merek memediasi 
hubungan antara loyalitas merek produsen, loyalitas merek ritel dan kecenderungan 
beralih ke merek ritel secara fully mediated. Dan ketiga, pengaruh hubungan dari 
loyalitas merek produsen, loyalitas merek ritel dan sikap terhadap merek pada 
kecenderungan beralih ke merek ritel secara direct effect-only model. 
Data dikumpulkan melelui survey dengan cara mewawancarai responden 
yang dipandu dengan kuesioner. Sampel terdiri dari 200 responden dengan 
menggunakan teknik accidental sampling. Analisis Structural Equation 
Modelling (SEM) merupakan alat statistik yang dipilih untuk menjelaskan 
hubungan variabel yang dihipotesiskan. 
Hasil penelitian menunjukkan bahwa loyalitas merek ritel berpengaruh 
signifikan pada kecenderungan beralih ke merek ritel, loyalitas merek ritel 
berpengaruh signifikan pada sikap terhadap merek, loyalitas merek produsen 
berpengaruh signifikan pada kecenderungan beralih ke merek ritel, loyalitas 
merek produsen berpengaruh signifikan pada sikap terhadap merek, hubungan 
loyalitas merek ritel pada kecenderungan beralih ke merek ritel yang dimediasi 
sikap terhadap merek berpengaruh signifikan, sikap terhadap merek berpengaruh 
signifikan pada kecenderungan beralih ke merek ritel, hubungan loyalitas merek 
produsen pada kecenderungan beralih ke merek ritel yang dimediasi sikap 
terhadap merek berpengaruh signifikan. 
Dalam penelitian ini, baik keterbatasan dan implikasi dibahas untuk 
memberikan wawasan ke arah teoritis, aspek penelitian praktis, dan aspek 
terhadap penelitian selanjutnya. 
 
 
Kata kunci :  loyalitas merek ritel, loyalitas merek produsen, sikap terhadap 


















































FACTORS AFFECTING CUSTOMER LOYALTY SWITCHED TO RETAIL 
BRAND MEDIATED BY ATTITUDE TOWARD THE BRAND 





 The purpose of this study was to compare the manufacturers of brand 
loyalty and brand loyalty in the retailing trend of customers switching to retail 
brands mediated by attitudes toward the brand. Specifically aims to explain : 
First, the variable attitude toward brand mediates the relationship between 
manufacturers brand loyalty, retail brand loyalty and propensity to switch to 
retail brand by partial. Second, the variable attitude toward brand mediates the 
relationship between manufacturers brand loyalty, retail brand loyalty and 
propensity to switch to a retail brand is fully mediated. And third, the influence of 
the relationship of manufacturer brand loyalty, retail brand loyalty and attitude 
toward the brand on trend retail brands are turning to direct effects-only models. 
 Data collected through the survey by interviewing respondents were 
guided by a questionnaire. The sample consisted of 200 respondents using 
accidental sampling technique. Analysis Structural Equation Modelling (SEM) is 
a statistical tool chosen to explain the relationships hypothesized variables. 
 The results showed that the retail brand loyalty significantly affect the 
tendency to switch to a retail brand, retail brand loyalty significant effect on 
attitudes toward the brand, brand loyalty manufacturers significant effect on the 
propensity to switch to retail brands, brand loyalty manufacturers significant 
effect on attitudes toward the brand, loyalty relationship retail brand in the 
propensity to switch to retail brands mediated significant influence attitudes 
toward the brand, attitude toward the brand have a significant effect on the 
propensity to switch to retail brands, manufacturers brand loyalty relationship in 
retail a tendency to switch to brands which mediated significant influence 
attitudes toward the brand. 
 In this study, both the limitations and implications are discussed to 
provide insight to the theoretical, practical research aspects, and aspects for 
further research. 
 
Keywords : retail brand loyalty, manufacturers brand loyalty, attitude toward 
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 Life it seems, will fade away  
Drifting further every day 
Getting lost within myself 
Nothing matters no one else 
I have lost the will to live 
Simply nothing more to give 
There is nothing more for me 




 Sleep my friend and you will see 
That dream is my reality 
They keep me locked up in this cage 











 Mama she has taught me well 
Told me when I was young 
Son, your life's an open book 
Don't close it fore it's done 
The brightest flame burns quickest 
Is what I heard they say 
A son's heart's owned to mother 




 I love the way I feel today 
But how I know the sun will fade 
Darker days seem to be 
What will always live in me 























































 Ibu dan bapak tercinta yang dengan tulus ikhlas memberikan dukungan moral 
dan material serta kasih sayangnya yang tidak akan pernah pupus sampai 
kapanpun. 
 Siti Patimah adikku tercinta, yang selalu menyayangi dan 
mendoakanku. 
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